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Marketing is a central component of every business and organizational structure.
Through marketing, customers are identified and contacted, using a variety of means.
Everyone in an organization needs a basic understanding of marketing. Marketing Fron-
tiers: Concepts and Tools was written to offer a basic understanding of and appreciation for
marketing.

This text has a number of unique characteristics that set it apart. First, this is a con-
densed version of marketing principles. The authors have provided a concise, yet thor-
ough, introduction to the field of marketing, presenting basic concepts and current the-
ory, along with memorable and up-to-date marketing practice examples.

Second, Dr. Lascu’s international heritage and experience provide a higher level of
understanding of marketing within the global environment. The international environ-
ment affects all companies, regardless of size, that often either sell to or purchase materi-
als from an international firm. As the world continues to shrink through advances in
telecommunication technology and infrastructure, an understanding of marketing within
a global context becomes even more critical.

Third, Dr. Clow’s extensive business experience provides compelling examples,
added understanding, and valuable perspectives of business-to-business marketing princi-
ples. With the majority of marketing dollars spent on trade promotions and business-to-
business activities, it is essential that students understand the business-to-business mar-
keting environment. Numerous examples and references aid students in their
understanding of this sector of the market, as well as of marketing through channel struc-
tures from the producer to the end consumer.

Marketing Frontiers: Concepts and Tools reveals to students that marketing is both a
science built on a complex theoretical framework and an art that engages marketing prac-
titioners and consumers alike, while creating value for each. In the process of illustrating
these two aspects of marketing, the text provides extensive and engaging applications and
illustrations that together create an integrated marketing experience for students. The
text examines current developments in marketing and other functional areas that have a
profound impact on marketing and offers current examples from an operating environ-
ment that the Internet has redefined and profoundly affected.

Pedagogical Aids
Marketing Frontiers: Concepts and Tools enhances learning with the following pedagogical
devices:

1. Each chapter opens with a Chapter Outline and a list of Chapter Objectives.

2. Beautifully rendered four-color illustrations and photos throughout the text clarify
and enhance chapter concepts.

3. In both the print and online versions of the text, Key Terms are highlighted and
defined on first appearance. In the print version, key terms are also defined in the
text margins and listed in alphabetical order with page references at the end of each
chapter. A Glossary at the end of the print book presents all of the definitions alpha-
betically. The online version of the text has “pop-up” definitions of key terms, as well
as a key term matching quiz in each end-of-chapter Study Guide.

4. Marketing Illustration boxes within each chapter enhance students’ understanding of

a variety of topics.

5. A comprehensive Summary at the end of each chapter reviews the Chapter Objec-
tives, and content appropriate to each objective is summarized.



6. Review Questions at the end of each chapter allow students to check their compre-
hension of the chapter’s major concepts.

7. End-of-chapter Discussion Questions suggest possible essay topics or in-class discussion
issues.

8. Cases at the end of each chapter provide a wide range of scenarios and real-life situa-
tions, along with questions to help guide student analysis.

Online and in Print

Marketing Frontiers: Concepts and Tools is available online as well as in print. The online
chapters demonstrate how the interactive media components of the text enhance presen-
tation and understanding. For example,

*  Animated illustrations help to clarify concepts.

®  QuickCheck interactive questions and chapter quizzes test students’ knowledge of var-
ious topics and provide immediate feedback.

¢ Clickable glossary terms provide immediate definitions of key concepts.

* Highlighting capabilities allow students to emphasize main ideas. Students can also
add personal notes in the margin.

®  The search function allows students to quickly locate discussions of specific topics
throughout the text.

Students may choose to use just the online version of the text, or both the online and
print versions together. This gives them the flexibility to choose which combination of
resources works best for them. To assist those who use the online and print versions
together, the primary heads and subheads in each chapter are numbered the same. For
example, the first primary head in Chapter 1 is labeled 1-1, the second primary head in
this chapter is labeled 1-2, and so on. The subheads build from the designation of their
corresponding primary head: 1-1a, 1-1b, etc. This numbering system is designed to make
moving between the online and print versions as seamless as possible.

Finally, icons like those shown in the margin on the left appear next to a number of
figures and tables in the print version of the text. These icons indicate that this figure or
table in the online version of the text is interactive in a way that applies, illustrates, or
reinforces the concept.



Ancillary Materials
Marketing Frontiers: Concepts and Tools has a number of useful instructor-authored teach-
ing aids:

*  Over 500 PowerPoint® presentations are available for classroom use of text materials.

® An electronic Test Item File is available in the ExamView® Pro format and features
approximately 120 questions per chapter. ExamView® Pro enables instructors to quickly
create printed tests using either a Windows or Macintosh computer. Instructors can
enter their own questions and customize the appearance of the tests they create.

®  The Instructor’s Manual contains an introduction with suggested syllabi for both 60-
and 90-minute class formats, suggested lesson plans for 10- and 14-week terms, lists of
key terms, chapter outlines, solutions to the end-of-chapter materials, and suggested
solutions to the questions posed in the Cases at the end of each chapter.

Acknowledgments

We would like to express our gratitude to the staff at Atomic Dog Publishing for having
the vision to put us together for this project. Even though we had never met or written
together, the staff at Atomic Dog believed that we each had unique abilities that would
allow us to be successful with this project. We want to especially thank Steve Scoble and
Dan Jones, who have been excellent editors. In addition to their editorial duties, they pro-
vided encouragement and necessary assistance so we could meet our deadlines.

Ken would like to thank his wife, Susan, for all of her devotion, faith, and patience.
She was especially understanding of the short deadlines and the multiple projects Ken had
to accomplish while working on this textbook.

Dana would like to thank Dean Karen Newman of the Robins School of Business at
the University of Richmond for her keen encouragement of student-centered creative
work.



Dana-Nicoleta Lascu
University of Richmond

Dana-Nicoleta Lascu is Associate Professor of Marketing and Chair of the Marketing
Department at the University of Richmond. She has a Ph.D. in marketing from the Uni-
versity of South Carolina, a Master’s of International Management from Thunderbird,
and a B.A. in English and French from the University of Arizona. She has published in
International Marketing Review, International Business Review, European Jowrnal of Market-
ing, Jowrnal of Business Research, and Multinational Business Review, among others. She has
organized international conferences, such as the 1996 World Business Congress in
Bermuda; the Sixth Conference on Marketing and Development, 1997, in Romania; and
the Global Business and Technology Association International Conference, 2003, in
Hungary. Dr. Lascu was a simultaneous and consecutive translator in English, French, and
Romanian in Romania and Rwanda, and she worked as an international training coordi-
nator in the United States, teaching managerial skills to civil servants from developing
countries.

Kenneth E. Clow
University of Louisiana at Monroe

Kenneth E. Clow is Professor of Marketing and the Dean of the College of Business
Administration at the University of Louisiana at Monroe. He has a Ph.D. in marketing
from the University of Arkansas and has spent time at Pittsburg State University and the
University, of North Carolina at Pembroke. Dr. Clow’s primary research activities are in
the areas of services marketing and advertising. He has published over 100 articles and
four textbooks, including second editions of Services Marketing and Integrated Advertising,
Promotion, and Marketing Communications. His articles have been published in such jour-
nals as Journal of Services Marketing, Journal of Professional Services Marketing, Marketing
Health Services, Journal of Business Research, Journal of Marketing Education, Jowrnal of
Restaurant and Foodservices Marketing, Journal of Hospitality and Leisure Marketing, and
Journal of Marketing Management. Dr. Clow also operated and owned a contract cleaning
service for eight years.



Preface xiii

About the Authors  xvi

Part 1 Introduction
to Marketing 1

1 Scope and Concepts of Marketing 2

2 The Environment of Marketing
in the Twenty-First Century 28

Part 2 Marketing
Foundation 61

3 Marketing Ethics, Regulations,
and Social Responsibility 62

Consumer Behavior 98
Business-to-Business Behavior 128
Marketing Segmentation 166
Marketing Research 194

NOoO uob

Part 3 Marketing Mix
Strategies 227

8 Product Strategies 228

9 Services Marketing 264
10 Distribution Strategies 302
11 Retailing Strategies 330
12 Pricing Strategies 356

Part 4 Marketing
Communications 385

13 Integrated Marketing
Communications 386

14  Advertising, Sponsorships,
and Public Relations 420

15 Sales and Trade Promotions 458

16 Personal Selling, Databases,
and Direct Marketing 488

Part 5 Marketing
Expansion 521

17 International Marketing 522
18 Internet Marketing 556

Appendix A: The Marketing Plan:
A Strategic Marketing Perspective 587

Appendix B: Careers in Marketing 591
Glossary 593

Company/Product Index 607

Subject Index 613



Preface  xiii

About the Authors xvi

Part 1 Introduction

to Marketing 1
1 Scope and Concepts of Marketing 2

Chapter Outline 2
Chapter Objectives 3
1-1 Chapter Overview 5
1-2 The Importance of Marketing
in the Twenty-First Century Economy 5
1-3 Defining Marketing 6
1-3a Needs, Wants, and Demands 6
1-3b Value, Quality, and Satisfaction 7
1-3c Goods, Services, Ideas, and Experiences 7
1-3d  Exchanges and Transactions, Relationships
and Markets 8
1-4 Marketing Philosophies 9

1-4a The Product/Production Concepts 10
1-4b The Selling Concept 11
1-4c  The Marketing Concept 12
1-4d The Societal Marketing Concept 13
1-4e The History of Marketing Philosophies 16
1-4f Beyond the Marketing Philosophies: Awoiding
Marketing Myopia 17
1-5 Key Elements of the Societal Marketing Concept 18

1-5a A Market Orientation and an Integrated Marketing
Approach 18
1-5b A Focus on Consumer Needs and the Needs
of Society 19
1-5¢ A Value-Based Philosophy 20
1-5d An Organizational Goal Orientation 21
Summary 23
Key Terms 23
Review Questions 24
Discussion Questions 25
Notes 25
Case 1-1: Madonna and Corporate Endorsers: Has Madonna Finally
Adopted the Marketing Concept? 26

2 The Environment of Marketing
in the Twenty-First Century 28

Chapter Outline 28

Chapter Objectives 29

2-1 Chapter Overview 31
2-2 The Microenvironment 31

2-2a The Company 31
2-2b Suppliers, Distributors, and Other Facilitators
of Marketing 33

2-2¢ Customers 33
2-2d Competition 34

2-3 The Macroenvironment 36

2-3a The Socio-Demographic and Cultural
Environment 36
2-3b An Age Categorization of Socio-Demographic
Groups 38
2-3c Ethnic Diversity and Subcultures 41
2-4 The Economic and Natural Environment 42
2-4a Interdependence in the World Economy 42
2-4b Economic Development: The Rostow Modernization
Model 44
2-4c The Economy and the Consumer 45
2-4d The Economy and Natural Resources 46
2-5 The Technological Environment 49
2-6 The Political Environment 50
2-6a Risks Related to Economic Performance 51
2-6b Risks Related to Government Economic Policy 51
2-6¢ Risks Related to Labor and Action Groups 52
2-6d Risks Related to Terrorism 52
Summary 53
Key Terms 53
Review Questions 54
Discussion Questions 55

N\)lg\\ 55
Case 2-1: The House-Proud Consumers 56
Case 2-2: Munich Re: Changing the Industry

after the September 11 Terrorist Attacks 57

Part 2 Marketing

Foundation 61

3 Marketing Ethics, Regulations,

and Social Responsibility 62

Chapter Outline 62
Chapter Objectives 63
3-1 Chapter Overview 65
3-2 Ethical Issues in Marketing 65
3-2a Marketing Causes People to Buy More Than They
Can Afford 65
3-2b Marketing Overemphasizes Materialism 68
3-2c Marketing Increases the Prices of Goods
and Services 68
3-2d Marketing Capitalizes on Human Weaknesses 71
3-2e Marketing Shapes Inappropriate Cultural Values 72
3-2f Marketing Uses Deceptive and Misleading
Techniques 74
3-2g Marketing Violates Consumer Rights to Privacy 75
3-2h Marketing’s Role in Society 76
3-2i  Individual Roles in Marketing Ethics 76

vii



3-3 Marketing Regulations 78
3-3a The Food and Drug Administration 81
3-3b The Federal Trade Commission 81
3-3c Industry Regulations 87

3-4 Social Responsibility 88
3-4a Cause-Related Marketing 88
3-4b Green Marketing 90

Summary 92

Key Terms 92

Review Questions 93

Discussion Questions 94

Notes 94

Case 3-1: The New Video Game 95

Case 3-2: The Ottawa Renegades 96

Consumer Behavior 98

Chapter Outline 98

Chapter Objectives 99

4-1 Chapter Overview 100

4-2 A Consumer Behavior Model 101

4-3 Social Influences on Consumer Behavior 101

4-3a Cultural Influences on Consumer Behavior 102
4-3b Social Class, Role, and Status Influences
on Consumer Behavior 104
4-3c Family and Household Influences on Consumer
Behavior 108
4-3d Reference Groups 109

4-4 Psychological Influences on Consumer Behavior 109

4-4a Motivation 110
4-4b Perception 112
4-4¢c Learning 112
4-4d Attitudes and Beliefs 112
4-4e Personality and Lifestyles 113
4-5 The Consumer Decision-Making Process 115

4-5a Problem Recognition 115
4-5b Information Search 115
4-5¢ Alternative Evaluation 116
4-5d Purchase 118

4-5e Post-Purchase Processes 118

4-6 Variations in Decision Making 120

Summary 123

Key Terms 124

Review Questions 124

Discussion Questions 125

Notes 125

Case 4-1: The Eastern Shore Lifestyle 126
Case 4-2: The New Immigrants 127

Business-to-Business Behavior 128

Chapter Outline 128

Chapter Objectives 129

5-1 Chapter Overview 131

5-2 Types of Business Goods and Services 131
5-2a Madjor Equipment, Buildings, and Land 131
5-2b Accessory Equipment 132
5-2¢ Fabricated and Component Parts 132
5-2d Process Materials 133
5-2e Maintenance and Repair Parts 135
5-2f Operating Supplies 135
5-2g Raw Materials 135
5-2h Goods for Resale 136
5-2i Business Services 136

5-3 Characteristics of Business-to-Business Markets 137

5-3a Types of Customers 138

5-3b Understanding Business-to-Business Demand 140
5-4 Business-to-Business Purchasing 142

5-4a Types of Buying Situations 142

5-4b The Buying Center 144

5-4¢c Influences on the Purchase Process 146

5-5 The Business-to-Business Buying Process 151

5-5a Identification of Needs 152
5-5b Establishment of Specifications 152
5-5¢ Identification of Feasible Solutions 154
5-5d Identification of Feasible Vendors 154
5-5e Ewvaluation of Vendors 155
5-5f  Selection of Vendor(s) 157
5-5g Negotiation of Purchase Terms 158
Summary 159
Key Terms 160
Review Questions 160
Discussion Questions 161
Notes 162
Case 5-1: Briggs & Stratton 163
Case 5-2: Baldor Electric 164

1s
7

Marketing Segmentation 166
Chapter Outline 166

Chapter Objectives 167

6-1 Chapter Overview 168

6-2 Market Segmentation 169

6-2a Bases for Segmentation 169
6-2b Segmenting Business Markets 179
6-2c  Requirements for Successful Segmentation 180



6-3 Target Marketing Decisions 181

6-3a Differentiated Marketing Strategy 182
6-3b Concentrated Marketing Strategy 182
6-3c Undifferentiated Marketing Strategy 182
6-4 Positioning the Brand 183
6-4a Attribute/Benefit Positioning 183
6-4b  Price/Quality Positioning 185
6-4c  Use or Applications Positioning 185
6-4d Product User Positioning 185
6-4e Product Class Positioning 185
6-4f Competitor Positioning 187
Summary 188
Key Terms 188
Review Questions 189
Discussion Questions 190
Notes 190
Case 6-1: The World—Vegas Style 191
Case 6-2: Bubba’s Organic Borscht 192

Marketing Research 194

Chapter Outline 194
Chapter Objectives 195
7-1 Chapter Overview 196
7-2 Defining Marketing Research 196
7-3 The Scope of Marketing Research 197
7-3a Research of Industry, Market Characteristics,
and Market Trends 197
7-3b Buyer Behavior Research 197
7-3c Product Research 200
7-3d Distribution Research 201
7-3e Promotion Research 202
7-3f Pricing Research 203
7-4 The Marketing Research Process 204

7-4a Problem Definition 205

7-4b Secondary Data Research 207

7-4c Collecting Primary Data 210

7-4d Data Analysis, Recommendations,
and Implementation 218

7-5 Marketing Decision Support Systems 219

Summary 221

Key Terms 221

Review Questions 222

Discussion Questions 223

Notes 223

Case 7-1: The Complex World of Trademarks 224
Case 7-2: Starting a Modeling Agency 225

Contents

Part 3 Marketing Mix

Strategies 227

8 Product Strategies 228

Chapter Outline 228

Chapter Objectives 229

8-1 Chapter Overview 230

8-2 Product Definition and Classification 231
8-2a Core, Expected, and Augmented Product 231
8-2b Product Durability 231
8-2c Product Classification 232

8-3 Branding 233
8-3a Brand Identity 235
8-3b Protecting the Brand 236
8-3c Brand Sponsor Decisions 237
8-3d Brand Strategy 240

8-4 Packaging and Labeling 241

8-5 The Product Mix 242

8-6 New Product Development 243
8-6a Generating New Product Ideas 243
8-6b Screening New Product Ideas 244
8-6¢c Developing and Evaluating New

Product Concepts 244

8-6d Performing a Product Business Analysis 245
8-6e Designing and Developing the Product 245
8-6f Test Marketing 246
8-6g Launching the Product 247

8-7 New Product Diffusion 247

8-8 The Product Lifecycle (PLC) 248

8-9 Managing the Product Portfolio 252

Summary 255

Key Terms 256

Review Questions 257

Discussion Questions 257

Notes 258

Case 8-1: The SUV Challenge 259

Case 8-2: The Campina Product Mix 259

Services Marketing 264

Chapter Outline 264

Chapter Objectives 265

9-1 Chapter Overview 266
9-2 The Service Sector 267




9-3 Characteristics of Services 270
9-3a Intangibility 270
9-3b Perishability 271
9-3c Inseparability 273
9-3d Variability 274
9-4 The Purchase Process for Services 275
9-4a Pre-Purchase Phase 275
9-4b Service Encounter 283
9-4c  Post-Purchase Phase 286
9-5 Service Quality 287
9-5a Measuring Service Quality 287
9-5b Service Failure and Recovery 290
9-6 Customer Value Package 291

Summary 294

Key Terms 295

Review Questions 295
Discussion Questions 296

Notes 297
Case 9-1: First American Bank 298
Case 9-2: Pasta House Company 300

10 Distribution Strategies 302

Chapter Outline 302
Chapter Objectives 303
10-1 Chapter Overview 305
10-2 Distribution and the Channel Functions 305
10-3 Channel Dimensions 308
10-4 Channel Management 311
10-4a Channel Organization and Administration 311
10-4b Channel Relationships: Conflict and Power 312
10-4c  Establishing Successful Channel Relationships 313
10-5 Logistics: Overview and Functions 314
10-5a Transportation 314
10-5b Logistics Facilitators 317
10-5¢ Warehousing 318
10-5d  Inventory Control and Order Processing 319
10-6 Wholesaling 320
10-6a Merchant Wholesalers 320
10-6b Agents and Brokers 322
Summary 324
Key Terms 325
Review Questions 325
Discussion Questions 326
Notes 326
Case 10-1: Shipping Doo Kingue 327
Case 10-2: The Complex World of Supervalu 328

11 Retailing Strategies 330

Chapter Outline 330
Chapter Objectives 331
11-1 Chapter Overview 333
11-2 Retailing Defined 333
11-3 Retail Formats 334
11-3a General Merchandise Retailing 335
11-3b Food Retailers 338
11-3c  Nonstore Retailing 340
11-4 The Organization of Retailing 343
11-5 Retailing Decisions 343
11-5a The Merchandise Mix and the Service Mix 343
11-5b  Atmospherics 344
11-5¢ Location 345
11-6 Trends in Retailing 346
11-6a Shortening Retailer Lifecycles:
The Wheel of Retailing 347
11-6b  Technology-Based Developments 347
11-6¢c  The Broadening Competitive Base 348
11-6d  International Expansion of Retailers 348

Summary 350

KL‘\‘ Terms 350

Review Questions 351
Discussion Questions 351

Notes 352
Case 11-1: Defining Competition at Ukrop’s Super Markets 353
Case 11-2: The “Real” Bergdorf Customer—Core Consumer Versus

Aspirational Consumer 354

12 Pricing Strategies 356

Chapter Outline 356
Chapter Objectives 357
12-1 Chapter Overview 358

12-2 Influences on Pricing Decisions 359
12-2a External Influences on Price 359
12-2b Internal Influences on Price 365
12-3 Setting Pricing Objectives 366
12-4 Pricing Strategies 368
12-4a Cost-Based Pricing 368
12-4b Demand-Based Pricing 371
12-4¢c  Competition-Based Pricing 372
12-4d Combination Pricing 373
12-5 Strategic Marketing Applications 373
12-5a  Price Variability and Marketing Strategy 373
12-5b  Pricing Psychology and Marketing Strategy 374
12-5¢  Price Discounting and Marketing Strategy 375
12-5d The Product and Pricing 375
12-5e The Place and Pricing 377
12-6 Changing the Price 377



Summary 380

Key Terms 381

Review Questions 381

Discussion Questions 382

Notes 382

Case 12-1: Rethinking the Travel Agency 383

Case 12-2: The Business Side of Exhibition Catalogs 384

Part 4 Marketing

Communications 385

13 Integrated Marketing Communications 386

Chapter Outline 386

Chapter Objectives 387

13-1 Chapter Overview 388

13-2 Integrated Marketing Communications 389

13-2a Communication Venues 390
13-2b  Stages of Integrated Marketing
Communications 394

13-3 The Communication Process 394

13-3a Model of Communications 396
13-3b AIDA Concept 398

13-4 The Communication Mix 400

13-4a Business Versus Consumer Marketing 401
13-4b Communication Objectives 401

13-4¢c  Push/Pull Marketing Strategies 405
13-4d Product Lifecycle 407

13-4e Communication Budget 407

13-5 Measuring Communication Effectiveness 410

13-5a Ewvaluating Advertising 411
13-5b Euwaluating Trade and Sales Promotions 413
13-5¢  Ewvaluating Personal Selling 414

13-6 Global Communications 414

Summary 415

Key Terms 415

Review Questions 416

Discussion Questions 417

Notes 417

Case 13-1: Swanson Imports 418

Case 13-2: International House of Pancakes (IHOP) 419

14 Advertising, Sponsorships,

and Public Relations 420

Chapter Outline 420

Chapter Objectives 421

14-1 Chapter Overview 422

14-2 The Impact of Advertising 423

14-3 Types of Advertising 426

14-3a Product Advertising 426
14-3b Institutional Advertising 429

14-4 Advertising Agencies 429

14-5 Creative Design 432
14-5a Advertising Appeals 434
14-5b Message Strategies 437
14-5¢ Execution 439

14-6 Media Selection 441
14-6a Media Choices 441
14-6b Broadcast Media 442
14-6¢c Print Media 446

14-7 Sponsorships 449
14-8 Public Relations 451

Summary 453

Key Terms 454

Review Questions 454

Discussion Questions 455

.\'Ulk\\ 455

Case 14-1: The Neonatal Intensive Care Unit 456
Case 14-2: Mudd Jeans 456

15 Sales and Trade Promotions 458

Chapter Outline 458

Chapter Objectives 459

15-1 Chapter Overview 460
15-2 Promotions 461

15-3 Sales Promotions 461

15-3a Coupons 462

15-3b Premiums 464

15-3¢ Contests and Sweepstakes 465
15-3d Bonus Packs 468

15-3e Tie-ins 469

15-3f Frequency Programs 470
15-3g Sampling 471

15-3h Price-offs 472

15-3i Refunds and Rebates 472
15-3j Product Placement 473

15-4 In-Store Promotions 474
15-5 Trade Promotions 474

15-5a Goals of Trade Promotions 475
15-5b Types of Trade Promotions 477

Summary 482

Key Terms 482

Review Questions 483

Discussion Questions 483

Notes 484

Case 15-1: Trio City Plumbers, Inc. 485
Case 15-2: Yonex 486

Contents

xi



xii Contents

16 Personal Selling, Databases,
and Direct Marketing 488

Chapter Outline 488

Chapter Objectives 489

16-1 Chapter Overview 491

16-2 Personal Selling 491
16-2a Types of Personal Selling 491
16-2b Buyer-Seller Relationships 492
16-2c  The Selling Process 495

16-3 Databases 504
16-3a Data Warehousing 506
16-3b Data Mining 508
16-3c  Customer Relationship Management 509

16-4 Direct Marketing 510

Summary 515

Key Terms 516

Review Questions 516

Discussion Questions 517

Notes 517

Case 16-1: National South Bank 518
Case 16-2: Selling Form/Label Combos 520

Part 5 Marketing
Expansion 521

17 International Marketing 522

Chapter Outline 522
Chapter Objectives 523
17-1 Chapter Overview 524
17-2 Why Firms Go International:
Internationalization Drivers 524
17-2a Drivers in the Macroenvironment 526
17-2b  Drivers in the Microenvironment 529
17-3 Internationalization Challenges and Obstacles 531
17-3a The Challenging Cultural Environment 532
17-3b Government Barriers 537
17-3c International Competition 537
17-3d The Self-Reference Criterion 538
17-4 Levels of International Involvement 538
17-5 International Entry Mode Selection 538
17-5a Exporting 539
17-5b Licensing 539
17-5¢ Franchising 540
17-5d Joint Ventures 541

17-5¢ Wholly Owned Subsidiaries 542
17-5f Branch Offices 542
17-5g Strategic Alliances 542
17-6 The International Marketing Mix 543
17-6a Product 543
17-6b Place (Distribution) 545
17-6¢ Promotion 546
17-6d Price 548

Summary 549

Key Terms 550

Review Questions 551

Discussion Questions 551

Notes 552

Case 17-1: The AvtoVAZ-GM Joint Venture 553

Case 17-2: The Cultural Reinvention of Euro Disney 554

18 Internet Marketing 556

Chapter Outline 556

Chapter Objectives 557

18-1 Chapter Overview 559
18-2 Internet Users 559
18-3 Internet Marketing 561

18-3a Benefits of Internet Marketing 561
18-3b Functions of Internet Marketing 563

18-4 E-Commerce 567

18-4a E-Commerce Components 570
18-4b E-Commerce Incentives 571
18-4c International Concerns 574

18-5 Internet Branding 576

18-6 Viral Marketing 577

18-7 Internet Marketing Strategy 578

Summary 581

Key Terms 582

Review Questions 582

Discussion Questions 583

Notes 583

Case 18-1: Wood Creek Furniture 584

Case 18-2: Selling Video Games 585

Appendix A: The Marketing Plan: A Strategic Marketing
Perspective 587

Appendix B: Careers in Marketing 591

Glossary 593

Company/Product Index 607

Subject Index 613



MARKETING

3




Scope and Concepts
of Marketing

Chapter Outline

Chapter Objectives
1-1 Chapter Overview
1-2 The Importance of Marketing in the Twenty-First Century Economy

1-3 Defining Marketing
1-3a Needs, Wants, and Demands
1-3b Value, Quality, and Satisfaction
1-3c Goods, Services, Ideas, and Experiences
1-3d Exchanges and Transactions, Relationships and Markets

1-4 Marketing Philosophies
1-4a The Product/Production Concepts
1-4b The Selling Concept
1-4c The Marketing Concept
1-4d The Societal Marketing Concept
1-4e The History of Marketing Philosophies
1-4f Beyond the Marketing Philosophies: Avoiding Marketing Myopia

1-5 Key Elements of the Societal Marketing Concept
1-5a A Market Orientation and an Integrated Marketing Approach
1-5b A Focus on Consumer Needs and the Needs of Society
1-5¢ A Value-Based Philosophy
1-5d An Organizational Goal Orientation

Summary

Key Terms

Review Questions
Discussion Questions
Notes

Case 1-1 Madonna and Corporate Endorsers: Has Madonna Finally
Adopted the Marketing Concept?




